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Mobile application store, a transaction platform based on mobile internet technology, 
arose with the mobile internet. With the appearance of Apple AppStore, all kinds of 
application store are shown up on the market, including the application stores developed 
by mobile phone vendor, operation system developer, mobile carrier or independent third 
party. ZS, being studied in this thesis, is an independent third party application store.  
With the increase of mobile applications, app stores are playing an more and more 
important role for both app developers and mobile users. Thus, app stores are becoming a 
significant link in the mobile internet industrial chain. App store is favored by capital 
market due to its important position, clear business model, strong liquidity. No matter the 
traditional international giant or some big capital, they all want to step in the app store 
market and get their share. As a result, the competition of the app store marketing is 
becoming more and more fierce.  
ZS company has taken a part in the app store in the early stage and its own ZS app 
store has a certain popularity. Benefiting from the first-mover advantage, ZS company 
operates steadily with a good market share. However, ZS app store is getting squeezed by 
increasing competitive products coming into this market. 
This thesis takes ZS app store as the object to study how ZS app store develops itself 
by precise marketing under current competition environment. First, this thesis will discuss 
about the develop situation of app store, which includes the generation background, 
development model and industrial chain of mobile app store. And then an environment 
analysis of China mobile app store will be shown to further expound development history 
and market trend of app store. At last, combine the practice of ZS app store with precise 
marketing, some available suggestions for the problems ZS app store faced with will be 
concluded.  
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